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The Surprising Impact of Late-
Stage Application Marketing
EAB Enrollment Services Webinar 
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2Today’s Presenters 
Kate Ragsdale 
Vice President 
EAB Enrollment Services
Al Newell 
Senior Consultant and Principal 
EAB Enrollment Services
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Refer to the webinar confirmation email you received in your inbox. 
Audio Options
Using Your Telephone
If you select the “Phone Call” option, 
please dial in with the phone number 
and access code provided.
If you select the “Computer Audio” 
option, please be sure that your speakers
or headphones are connected.
Using Your Computer Speakers
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4Using Zoom
Asking a Question
To ask the presenter a question, navigate to the 
Q&A button at the bottom of your screen and 
type it into the Q&A Panel. 
After the webinar, a member of our team will be 
in touch to follow up on your questions 
individually. 
Type your 
question here
Webinar Survey
Please remain on the line at the conclusion of 
the webinar to let us know your thoughts on 
our presentation. This should take only two 
minutes of your time.
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We help schools 
support students 
from enrollment to 
graduation and beyond
› Find and enroll your 
right-fit students
› Support and graduate 
more students
› Prepare your institution 
for the future
ROOTED IN RESEARCH
Peer-tested 
best practices
7,500+
Enrollment innovations 
tested annually
500+
ADVANTAGE OF SCALE
Institutions 
served
1,500+
Students supported 
by our SSMS
3.7 M+
WE DELIVER RESULTS
Of our partners continue 
with us year after year, 
reflecting the goals we 
achieve together
95%
K-12   |   Community Colleges   |   Four-Year Colleges and Universities   |   Graduate and Adult Learning
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ROAD MAP
6
Opportunity at the 11th Hour1
2 Case Study #1: A Regional Public 
3 Case Study #2: A Small Private 
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Enrollment Leaders Facing a Thousand Different Questions
Market Change Upending Established Practice
High School 
Graduates
Price 
Sensitivity
Competition 
Among Schools
Complexity of Digital 
Communications
Are my financial 
aid models still 
valid?
Are our emails 
getting 
through?
Which media are 
best for engaging 
parents?
How important 
is mobile 
optimization?
Should we still 
be doing print 
mailings?
Should we invest 
in new CRM 
capabilities?
Do we need 
to blog 
regularly?
Which markets 
should we 
expand into?
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Channeling Your Recruitment Spend to Where It Has the Greatest Impact
Getting Beyond Guesswork
Response rate
12.9%
15.4%
20% increase
Response rate
Control
Standard 
content
Test
Interactive 
pop-culture 
quiz
Search 
email
Example A/B Split Test 
Measure Test
Research
100+
300+
data and analytics 
professionals on staff 
Field tests 
performed 
annually 
Guiding Principles of Our Approach
Broadly Scoped
We simultaneously test 
many different aspects of 
outreach; the resulting 
findings aggregate into 
large-scale impact
Insight-Oriented
We mine our testing 
results for findings with 
broader applicability 
across your recruitment 
efforts
Vigilant
We continuously scan 
the market for 
recruitment-marketing 
innovations and test the 
most promising of them
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Typical Responses to 11th-Hour Enrollment Crises
Case in Point: Late-Stage Application Shortfalls
Two Equally Unappealing Options
Increase 
discount rate
Lower admission 
standards
Application 
shortfall
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Intensified Late-Stage Recruitment Can Preempt Desperate Measures
A Third Option
Bringing Cutting-Edge Recruitment Practice to Bear
Application 
shortfall
Increase 
discount rate
Lower admission 
standardsExpert Senior Search
+
Application Marketing
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“It never even occurred to us that students 
might be open to initiating new application 
discussions through the spring of their 
senior year. But they are. We’ve seen that 
firsthand. Even students that might not have 
had us on their radar at all.”
VP of Enrollment
Selective Private University in the West
Recognizing Students’ Responsiveness to Late Outreach
Animating Principle #1
Students Surprisingly Willing to Consider New Options Late in the Game
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Ensuring Appropriately Inclusive Targeting
Animating Principle #2
Many Schools’ Default Search Approaches Miss Excellent Candidates
Common Causes of Targeting Missteps
Imperfect 
list-source mastery
Challenges involve tracking 
ever-changing list offerings and 
interpreting student characteristics
“Penny-wise” 
name buys
Name buys are commonly not 
viewed in the correct context of 
overall return on investment
Misapplied 
predictive modeling
Models applied at the top of 
the funnel can exclude great 
candidates
Underappreciated 
market potential
Many schools underestimate 
their potential draw among new 
demographics and geographies
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Generating Applications from Initial Nonresponders
Animating Principle #3
Making Previously Purchased Names More Productive
Application Marketing
FebruaryOctober
No Response Application
Default Outreach
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Lessons Revealed by Our Extensive Field Testing
Search: The Six Ps
1
Engage students 
promptly
more likely to enroll when 
students are contacted in 
their sophomore year
2x
2
Include parents in 
the conversation
increased likelihood that a 
student will apply if student 
provided parent email address
53%
3
Don’t underestimate 
the power of paper
higher application rate than 
those students who just 
received an email 
1.4x
4
Be persistent
of all deposits come from 
students who did not respond 
to the first four messages
28%
5
Make it personal
higher response rate 
when student-centered 
copy is utilized 
50%
6
Favor channels 
with presence
more offer downloads 
from Snapchat when 
compared to Facebook 
7x
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Case Study #1: A Regional Public
1
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16Case Study #1
Size: Small
Region: Southeast
Control: Public
Setting: Rural 
Degree level: Master’s
Enrollment profile: Majority undergraduate
Instructional program mix: Professions focus
Graduate coexistence: Some graduate coexistence
Institutional Profile
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17Freshman Numbers Were on the Decline 
3,817
3,490 3,400
2014 2015 2016
Submitted Applications
Entering Classes 2014 – 2016
1,153
992
919
2014 2015 2016
Enrollment
Entering Classes 2014 – 2016 
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18More of the Same in 2017
Fall Freshman Submitted Applications by Date
Entering Classes 2016 – 2017
Seeing Some Gains, but Not Enough to Achieve Ambitious Enrollment Goals  
0
500
1,000
1,500
2,000
2,500
3,000
3,500
7/1 8/1 9/1 10/1 11/1 12/1 1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1
2016 2017
Only a 2% Growth 
in Submitted 
Applications from 
Previous Cycle
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19Our Late Launch Approach 
✓ Application fee 
was waived for 
initial launch
✓ Developed and 
hosted a transfer 
web application
✓ Developed and 
hosted a freshman 
web application
Senior Search
✓ Identified additional opportunity 
in their legacy market
✓ Expanded geographical reach 
through data-driven targeting 
Application Marketing
✓ Built affinity through new 
creative and messaging
✓ Managed students through 
application submission
+
+ Custom Applications
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20Expert Outreach to an Expanded Student Pool
17,921
previously 
purchased 
names
5,625
existing 
inquiries
14,710   
new senior 
search names
Searched Student Population
Application activated as a marketing 
and customer service platform
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3,400
4,704
0
500
1,000
1,500
2,000
2,500
3,000
3,500
4,000
4,500
5,000
7/1 8/1 9/1 10/1 11/1 12/1 1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1
2016 2017
2017 EAB 
Campaign 
Launches
Tide Begins to Turn After 2017 Campaign Launch
Fall Freshman Submitted Applications by Date
Entering Classes 2016 – 2017
38% 
Increase in Applications 
by September 1  
*Academic quality 
remained consistent
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3,400
4,704
7,786
8,857
0
1,000
2,000
3,000
4,000
5,000
6,000
7,000
8,000
9,000
7/1 8/1 9/1 10/1 11/1 12/1 1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1
2016 2017 2018 2019
2017 EAB 
Campaign 
Launches
2018 & 
2019 EAB 
Campaigns 
Launch
Followed by Outsize Growth in 2018 and 2019
Fall Freshman Submitted Applications by Date
Entering Classes 2016 – 2019
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23Three Straight Years of Enrollment Growth 
Entering Classes 2016 – 2019
3,400 
4,704 
7,786 
8,857 
2016 2017 2018 2019
Submitted Applications
919 1,021 
1,114 1,139 
2016 2017 2018 2019
Enrollment
2,294 
2,926 
5,432 
5,777 
2016 2017 2018 2019
Admits
+161%
+152%
+24%
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Case Study #2: A Small, 
Private University
2
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25Case Study #2
Size: Small
Region: Northeast
Control: Private
Urban/Non-urban: Urban
Degree level: Master’s
Enrollment profile: Majority undergraduate
Instructional program mix: Balanced arts and sciences
Graduate coexistence: Some graduate coexistence
Institutional Profile
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26Significantly Down Mid-Cycle 
Fall Freshman Submitted Applications by Date
Entering Classes 2018 – 2019 
0
500
1,000
1,500
2,000
2,500
3,000
3,500
4,000
8/1 9/1 10/1 11/1 12/1 1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1
2018 2019
20% 
Application 
Shortfall
Discontinued relationship with 
previous enrollment consultants
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27A Targeted Intervention
Application Marketing
✓ Utilized EAB’s targeting 
strategy to identify untapped 
opportunity in their backyard
✓ Purchased 3,200 new 
senior names to supplement 
existing pool 
+ Yield IQ
Senior Search
✓ Marketed to existing inquiry  
pool and newly purchased 
names 
✓ Including 100k existing 
senior names purchased 
with previous vendor
+
✓ Workflow guidance 
for counselors 
✓ Student yield 
scoring 
✓ Accepted-student 
survey 
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2019 
Campaign
Launched
0
500
1,000
1,500
2,000
2,500
3,000
3,500
4,000
8/1 9/1 10/1 11/1 12/1 1/1 2/1 3/1 4/1 5/1 6/1 7/1 8/1 9/1
2018 2019
A Rapid Course Correction
Fall Freshman Submitted Applications by Date
Entering Classes 2018 – 2019
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29Enrollment Funnel by Marketing Impact
1) EC2016-EC2018 Data Prior to EAB Partnership Is Final. 
2) EC2019 Data Is Point in Time as of 7/29/2019. 
Entering Classes 2016 – 2019 
3,440 3,455
3,809
3,190
149
105
70
41
3,440 3,455 
3,809 
3,555 
3,000
3,150
3,300
3,450
3,600
3,750
3,900
Submitted Applications
Other Sources School Senior NamesInquiry Pool EAB Senior Names School Pre-Names
2,473
2,493
2,354
2,171
84
49
45
20
2,473 
2,493 
2,354 
2,369 
2,000
2,100
2,200
2,300
2,400
2,500
2,600
2016 2017 2018 2019
Admits
445
467
430
423
23
10
14
1
445 
467 
430 
471 
400
415
430
445
460
475
490
2016 2017 2018 2019
Deposits
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30Enrollment Summary by Marketing Audience
Entering Class of 2019
Contacts
Deposits  
per 100 
Applications
30,774
School Senior
Names 9.5
3,257
EAB Senior 
Search 20.0
70,142
School Pre-
Names
2.4
7,948
Inquiry Pool
15.4
0.32
4.29
0.01
Deposits 
per 1,000 
Contacts
2.89
Our marketing 
can provide a 
lift on names 
you already 
have in-house 
We can also 
identify new 
names through 
our data-driven 
targeting
©2019 by EAB. All Rights Reserved. eab.com
31
Lessons Revealed by Our Extensive Field Testing
Search: The Six Ps
1
Engage students 
promptly
more likely to enroll when 
students are contacted in 
their sophomore year
2x
2
Include parents in 
the conversation
increased likelihood that a 
student will apply if student 
provided parent email address
53%
3
Don’t underestimate 
the power of paper
higher application rate than 
those students who just 
received an email 
1.4x
4
Be persistent
of all deposits come from 
students who did not respond 
to the first four messages
28%
5
Make it personal
higher response rate 
when student-centered 
copy is utilized 
50%
6
Favor channels 
with presence
more offer downloads 
from Snapchat when 
compared to Facebook 
7x
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Questions?
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33Questions?
Kate Ragsdale 
Vice President 
EAB Enrollment Services
Kragsdale@eab.com
Al Newell 
Senior Consultant and Principal 
EAB Enrollment Services
ANewell@eab.com
Rate today’s session by 
completing the survey at 
the end of the webinar
Contact Al or Kate to learn 
more about late-stage 
recruitment tactics
Washington DC   Richmond   Birmingham   Minneapolis
202-747-1000   eab.com
